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IN THE MALL ENVIRONMENT:
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ABSTRACT
Teenagers spend much of their leisure time at shopping malls which is a result
of factors such as parental constraints due to the incivility of the streets,
financial dependence, and limited financial resources. Migros, a sbopping mall
in Ankara was chosen as the site for tbis research with the main purpose of
studying discrimination patterns against teenagers in the mall environment.
The research was carried out through observation and in-depth interviews
with 104 teenagers. Results indicate that, although tbey have some com-
plaints, most of the teenagers do not perceive discrimination in the mall, unlike
tbeir foreign counterparts.
INTRODUCTION
Exclusion and intolerance of differences are not new to city life. The
groups with disproportionate power and autonomy tend to monopolize
facilities while other groups face exclusion and marginalization. Un-
derstanding this power relationship necessitates analysis of city land-
scapes which take form through that relationship (Matthews & Limb,
1999). Recent additions to urban public spaces such as video surveil-
lance cameras are examples of this duality (Koskela, 2000).
Bytheway (1995) points out that "ageism" as a type of social discrimi-
nation has been neglected in the literature and this neglect necessi-
tates a redefinition. "Ageism is prejudice on grounds of age, just as
racism and sexism is prejudice on grounds of race and sex" (Bytheway,
1995, p. 9). In this context, many young people face different kinds of
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discrimination patterns that result from adult- and parent-imposed
restrictions on their time, their choice of friends and their leisure activ-
ities. Matthews and Limb (1999) note that the "geography of children
and young people is moving away from its environmental and psycho-
logical roots toward a social and cultural geography which involves
processes of exclusion, socio-spatial marginalization, and boundary
confiicts between them and adults.
Amit-Talai and Wulff (1995) claim that the general adult view of
youth is that they are occasionally amusing, yet potentially dangerous
and disturbing. The resulting anxieties of adults about the danger
potential of young people lead to an assumption that young people can
be allowed in certain public spaces only when they have been socialized
through the appropriate "adults" ways (Valentine, 1996). Young people
who are marginalized become victims of exclusion by the hegemonic
values ofthe adult world (Matthews & Limb, 1999). These assumptions
concerning teenagers as a threat to the adult world and so-called adult
spaces result in restrictions on their activities and use of many areas
(Valentine, 1996); those restrictions are undeniahle evidence of dis-
crimination based on age.
Young people are oflen perceived as a threat to the dominant forces
of the adult world; as one of the weaker groups, they experience both
the social constraints of adult values and the landscapes on which
those values are imprinted (Matthews & Limb, 1999). Vanderbeck and
Johnson (2000) noted that ". . . few geographers actively engaged . . .
young people in their research on the meanings of these [consumption]
spaces and the roles they play in their lives" (p. 8). Massey (1998) also
pointed out that "a range of authorities" in wider society invent and
implement rules for the spatial ordering of the population in terms of
age" (p. 127) and teenagers are among the groups that are affected by
this ordering. Additionally, Breitbart (1998) argued that urban teenag-
ers are increasingly seen as undesirable occupants of public space,
whose access to these spaces is limited. She added that "negative im-
ages of youth and increased privatization of public space both result
in public policies that seek to remove young people from public places,
delimit their geography and enforce their invisibility" (p. 307). It is
also important to note that exclusion of certain individuals including
teenagers from social spaces can pass unnoticed (Sibley, 1995). How-
ever, analyzing social discrimination against teenagers involves the
danger of dealing with them as if they were homogeneous, without
recognizing their unique personalities, diverse social grouping, and
their perception of their social world (Jackson & Rodriguez-Tome,
1993; Amit-Talai, 1995; Matthews & Limb, 1999).
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Although limited in number, there is some research on Turkish
youth which indicates that there are generational shifts in the atti-
tudes and worldviews of this group that parallel the structural changes
of society (Kagitcibasi, 2005, 1990; Neyzi, 2001). Kagitcibasi's (2005)
longitudinal research on the value of children and family shows that
"minding one's parents' which was the most important quality of a
child in 1975; turned out to be one of the least important qualities in
2003. That research also indicated that the desirability of this quality
by parents appeared to be correlated with urbanization level because
it is more important for the urban poor and rural people. Independence
and self-reliance seem to be the desired emerging qualities for urban
and high-income families. However, there are also indications that
control and autonomy are still perceived as compatible by many Turk-
ish families, which indicates emotional interdependence among family
members. Cross-cultural research on immigrant Turkish youth sup-
ports Kagitcibasi's model of emotional interdependence (Phalet &
Claeys, 1993) although there is evidence of change across generations
in accordance with the new culture that they begin to adopt (de Valk &
Liefbroer, 2007).
Neyzi (2001) claims that youths are seen as the prime agent for
bringing modernity to Turkey, pointing to it as the central historical
role of Turkish youth since the establishment of the republic. She dis-
cusses the transition of youth from the object to the subject in the
context of transformation of Turkish society. According to Breitbart
(2001;412) "Turkish youth are torn between hopes of constructing a
more participatory public sphere and disillusionment vdth the nation-
state as the embodiment of modernity. The process of transition of
Turkish youth from object to subject is still in the making" (p. 412).
However, it has been noted by many others that Turkish youth are
not homogeneous although they are shaped by the particular charac-
teristics of the generation to which they belong (Kentel, 2005; Lukuslu,
2005; Alemdaroglu, 2005). Traditional families and school organiza-
tions in Turkey constrain young people to be conservative and "tamed,"
which results in a low level of political activism (Kentel, 2005; Oz-
gun, 2005).
In light of these observations, this paper attempts to analyze social
and physical environments of shopping malls in terms of exclusion of
teenagers through social discrimination. The research is based on a
field survey in a shopping mall because teenagers spend much of their
free time there, for reasons which are partly related to social discrimi-
nation. Information concerning discrimination patterns was obtained
through observation and by in-depth interviews. Although the group
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selected for the survey is somewhat homogeneous, their perceptions of
discrimination was explored and tested against their socio-demo-
graphic characteristics, such as education, gender, family structure,
peer relations, income, age, and leisure patterns. (We are aware that
there are teenagers who do not go to malls because they cannot afford
to do so. However, this study focused on discriminations inside the
mall rather than general discrimination in Turkish society. Further,
this group of teenagers with income levels that range from low-middle
to high, provided the opportunity to cover more autonomous teenag-
ers.) Qualitative and quantitative methods were used to enrich the
analysis.
Shopping Malls as the Site of Discrimination
Shopping malls are among the most frequented leisure areas in to-
day's urban society (Shields, 1992). The contextualization of the shop-
ping mall began in 1950s America (Jewell, 2001), but is a new trend
in Turkey. Nevertheless, Turkish people have adapted to shopping
malls. According to Erkip (2003) modified global factors have been
influential in making shopping malls a part of Turkish urban life.
Turkish citizens seem to prefer secure and modem malls to other areas
of the city.
Shopping malls began to spread in the 1990s in Turkey with the
first malls built in Istanbul in 1987 and in Ankara in 1989 (Erkip,
2003; Zengel, April 2001/January 2002). Sniall retailers and shopping
streets have been replaced by malls (Tokath & Boyaci, 1998) and have
become part of urban Turkish daily life (Dogu & Erkip, 2000). As Erkip
(2003) notes, "the shopping mall as a postmodern site matched the
changing shopping and consumption requirements of Turkish urban
citizens. Tbe development of tbe shopping mall turns out to be timely
for the Turkish urban citizen searching for modernity through new
identity components in consumption patterns" (p. 1073).
Shopping malls are designed to persuade users to adopt certain
physical and social behaviors related to shopping (Cîoss, 1993). This
makes both the social and physical environments of the mall crucial
in shaping users' behavior. Erkip (2003, p. 1090) indicates that "the
shopping mall is the space where global and local meet successfully,
yet with potential problems," pointing out that they create new forms
of exclusion, particularly for the urban poor. They have found it neces-
sary to exclude or maginalize certain social groups, such as the unem-
ployed, the homeless, and young people who are considered to be
nonconsumers or disruptive. This exclusion is achieved through dis-
criminatory policies (Sacedo, 2003). Koskela (2000) describes the pur-
212
pose of surveillance in shopping malls as a means of excluding people
on the hasis of their appearance in order to create a "purified" urhan
experience (see also Sihley, 1995). Young people invite exclusion when
their appearance challenges adult values. Yet teenagers might he po-
tential shoppers and when they are excluded, it limits consumption.
The arguments that define malls as exclusionary spaces in which di-
verse groups of users are served, highlight the differing usage of the
malls hy different users.
The meaning and uses of shopping malls have been outlined in re-
cent discussions of geography concerning specific individuals and social
groups (Jackson & Holbrook, 1995; Miller et al., 1998; Readdick &
MuUis, 1997; Vanderbeck & Johnson, 2000; White & Sutton, 2001).
Erkip (2003), in analyzing the situations in Turkey, notes that spatial
arrangements in shopping malls are flexible so that different user
groups are attracted to diiferent facilities and events. Vanderbeck and
Johnson (2000) discussed the tensions between different users of the
mall who have diverse expectations, attitudes, and socio-demographic
characteristics.
The role of the social environment of the mall in social discrimination
becomes important with "increasing social diversity of groups who use
shopping malls" (Zukin, 1998, p. 830). According to Goss (1993), elderly
people, those without shopping bags, and "suspicious" visitors (teenag-
ers, single men, the unkempt, and social science researchers) can easily
attract the attention of security because they differ from the expected
shoppers. The social environment of malls may be defined by its exclu-
sivity in terms of requirements for both the appearance of visitors and
the types of behaviors allowed (White & Sutton, 2001). Because the
primary concern of shopping malls is "to trap the consumer in the
world of consumption" (Goss, 1993, p. 32), class-based segregation and
social differentiation are estahlished by the prices. Further discrimina-
tion takes the form of uniformed personnel—police and security
guards. These restrictions in the mall may create problems for certain
disadvantaged groups including teenagers (White & Sutton, 2001).
Built environments are designed and managed as reflections of
power and used to dominate victims of marginaiization and exclusion
(Matthews & Limb, 1999). As Goss (1993) states, mall designers ma-
nipulate the behavior of shoppers by consciously designing a symbolic
landscape that provokes consumption-oriented behaviors. The prede-
fined social environment of a mall plays a substantial role in the design
of the physical environment; the physical structure consciously pro-
duces social segregation and differentiation. Thus, it may be necessary
to look for discriminating factors that aim to attract certain groups of
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people as the main target of the mall space. Social discrimination pat-
terns that are reflected in the physical environment of shopping malls
are the significant actors in the exclusion process to protect patrons
from the confusion of social diversity (Goss, 1993).
Discrimination Against Teenagers in Shopping Malls
Numerous studies have noted that teenagers are one of the im-
portant marginalized groups attracted to the mall (Anthony, 1985;
Lewis, 1989; Matthews et al., 2000b; Vanderbeck & Johnson, 2000;
Copeland, 2004), and malls have become a crucial component of teenag-
ers' social worlds (Lewis, 1989; Vanderbeck & Johnson, 2000; Haytko &
Baker, 2004).
Young people have more leisure time, greater aspirations, and less
responsibility than they will have later on in life, but they are re-
stricted by lack of power, legal and parental limitations, and access to
spaces (Hendry et al., 1993). Furthermore, as Punch (2000) notes, ur-
ban spaces children can use are limited by threatening factors, e.g.,
assault and traffic. As a result, children and teenagers spend more
time at the mall than other settings (Anthony, 1985; Lewis, 1989;
Hendry et al., 1993).
According to Anthony (1985), Matthews et al. (2000b), and Readdick
and Mullis (1997), the mall is a gathering place for young people where
they develop their social life, become involved in social interactions,
and escape from the monotony of home and school. It is a meeting
place and "hang out" (White & Sutton, 2001). Mall space is defined as
a "third place"—a place to enjoy a social life, a place other than home
and school (Anthony, 1985; Lewis, 1989). It can even be defined as a
"fourth environment"—"the environment outside the home, play-
ground, and specifically child-oriented institutions" (Vliet, 1983, p.
567). Teenagers spend up to five hours a day in shopping malls watch-
ing each other, playing video games, having snacks, and cruising
around (Anthony, 1985).
There are therefore two contradicting points of view. On one hand,
the shopping mall is a setting of "social inclusion, a convenient and
accessible meeting point where they [teenagers] can gather to assert
their sense of belonging and group membership" (Matthews et al.,
2000b, p. 287). On the other hand, the mall is considered to be a contra-
dictory and exclusionary space for many young people because of their
limited resources and deviant behavior, and hecause the mall is mainly
for consumption (White & Sutton, 2001; Salcedo, 2003).
Children and young people are seemingly invisible in the built envi-
ronments (Matthews & Limh, 1999). This is a result of adults' redefini-
tion of the public domain as their own private space (Matthews et al..
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2000a; Vanderbeck & Johnson, 2000). This perception of being a threat
to the mall environment leads to the estahlishment of discriminatory
policies (Salcedo, 2003). These may include curfews, parent escort re-
quirements, strict control by security guards, or outright removal from
the mall.
Discrimination in the social environment can also be reflected in
the physical environment ofthe mall. For example, Zukin (1998) claims
that "exclusivity was reinforced by locating many suburban malls far
away from bus lines and train stations, surrounding them with gigan-
tic parking lots, and turning the shops inward, effectively walling them
away from the outdoors" (p. 829).
Sibley (1995) stated that response ofmall arrangements to adoles-
cents is shaped through the connection between the function and de-
sign of the space, as determined by design professionals and
commercial interests, and the consideration of one group as "deviant,"
and threatening to the projected image ofthe malls. As Sibley (1995,
p. xii) points out, "exclusion may be an unintended consequence of
commercial development" of the mall; adolescents are acutely aware
of this, while it is much less evident to the adults. The present research
analyzed the perception of discrimination by teenagers in the mall
environment and how it is shaped by the imprints of social and physical
environments.
RESEARCH SETTING AND METHODOLOGY
The main purpose of this study was to analyze social discrimination
against teenagers in the mall environment from their point of view.
White and Sutton (2001) claimed that "perceptions of'youth' as a prob-
lem need to be tempered by the realization that many of the behaviors
that are the target of condemnation and chastisement are not unique
to young people" (p. 8). This view prompted further analysis of the
position of teenagers in society. A shopping mall in Ankara was used as
an appropriate site to analyze perceived social discrimination against
teenagers. Migros Shopping Mall was chosen because of its significance
in the urban public life of Ankara, its location, its diversity of users,
and the variety of leisure activities it offers. Migros takes its name
from the market chain it houses. It is a suburban mall which opened
on August 27, 1999 and was the biggest shopping center in Turkey at
the time. Sozer (2002) noted that Migros is separate from the rest of
the city; it is a controlled and self-contained space with many stores
and a variety of leisure activities. Unlike many malls in suburban
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areas that are accessible primarily by private transport, Migros Shop-
ping Mall was placed at the hub of mass transport—public buses, mini-
buses, and especially the subway.
The center is a four-story building with seven gates. At each gate,
visitors are confronted with pass-through x-ray machines and security
staff. This makes Migro far from a real public space in Ankara (Sozer,
2002). An elegant atmosphere is refiected in the decoration of the mall.
Sozer (2002) claims the architecture serves to make consumers feel
important and comfortable so that they will spend more time and
money there.
We conducted our survey in the Center with a group of teenagers as
subjects. A stratified sampling method was used to keep the number
of female and male respondents equal. A time sampling method was
used to approach teenagers; the interviews were done during the week-
days after school hours and on weekends to avoid bias due to age and
school differences. All respondents were informed of the aim of the
study and participated on a voluntary basis. Each respondent was
questioned separately. A total of 104 teenagers participated in the
study.
The following hypotheses were generated:
1. Social and physical environments of shopping malls reflect dis-
crimination against teenagers.
2. Discrimination varies according to their socio-demographic char-
acteristics.
In-depth interviews were based on 49 questions. The first part of
the interviews focused on demographic information such as sex, age,
education level, income level, and available pocket money. The teenag-
ers were then asked about their leisure-time activities in general. The
third part contained questions on their shopping mall preferences in
Ankara. The last part involved specific questions on the Migros Shop-
ping Mall such as the preferred time of visit, time and money spent in
the mall, the aim of the visit, and mode of transportation to the mall.
They were asked to evaluate Migros with respect to the things they
consider a mall should contain', what they liked and disliked, what was
missing or deficient in the social and physical environment, and their
reasons for choosing Migros over other malls. There were also ques-
tions related to attitudes and behaviors of the staff and security per-
sonnel, the problems they confront with shopkeepers, staff, and
security personnel, the most preferred shops/restaurants/cafes, the age
group they think Migros targets, and the mall they would prefer if
they were adults. This last part was aimed at collecting information
on discrimination the teenagers believed they face in the social and
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physical environments of the mall. Most of the questions were open-
ended to avoid restricting the responses. Direct questions about the
issue of discrimination were avoided to prevent bias. In addition to the
interviews, observations were made on the teenagers' overall charac-
teristics—their income, life style, family structure, peer relations,
and attitudes.
Socio-demographic Characteristics and Leisure Preferences of the Re-
spondents
Ages of respondents ranged from 13 to 19, and they were categorized
into three groups (13-14, 15-17, and 18-19). They were from three
education levels (primary school graduate, attending high school, and
attending university). The mode was in the 15-17 high school group,
Since all respondents were financially dependent on their families
income level was determined: the majority of the respondents were
from middle and high-middle income families. All respondents had
pocket money and the majority believed it was sufficient (Table 1).
The sample group identified the mall as their most-preferred leisure
space, followed by cafes and restaurants, and friends' homes. For teen-
agers, physical environmental is an important determinant of their
mall preferences, especially the location and accessibility. Although a
few also mentioned design characteristics such as external appearance
of the mall and cleanliness, the facilities and variety of shops were
more important. In this respect, teenagers were like most people in
Turkey in terms of their preferences (Erkip, 2003). Most ofthe teenag-
ers go to malls for the movie theatres, to meet and hang out with
friends, to shop, and for the food courts (see Table 2 for reasons for
visiting the malls).
Perception of Discrimination
Quantitative aspects are provided through descriptive statistics re-
garding the factors that determine discrimination patterns as per-
ceived by the teenagers in the Migros Shopping Center. In addition,
some ofthe findings gathered were through narratives relating to sub-
jects the teenagers themselves brought up during interviews.
With regard to our two hypotheses, it was expected that discrimina-
tion in the mall would differ according to the teenagers' socio-demo-
graphic characteristics. The relationship between discriminating
factors and socio-demographic characteristics were tested through chi-
square analysis. No significant relationship was found except between
the amount of money spent in Migros by teenagers and income level
of their famihes (x̂  = 44.173, df=8,p = .000). The findings indicated
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that social environment is less important for teenagers than the vari-
ety of facilities and stores in the mall. Only 10.7% of the respondents
noted any importance of the social environment including security,
prices, social status of visitors, and attitudes and behaviors of staff
(Table 3). Physical environment was considered even less important.
The social planning and management ofmall environments are cru-
cial in the exclusion of young people and other disadvantaged groups
(White & Sutton, 2001). The staff, shopkeepers, and security personnel
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billiards, computer games, etc.)
Total
The reasons for mall preferences
Social environment
(security, familiarity, socio-
































Reasons for visiting the malls Number Percentage
Shopping 66
Eating/spending time in food court 59
Browsing/Networking 28
















" Total of multiple counting for leisure spaces^
*" Total of multiple counting for the aim of visit
^ Multiple counting refers to the multiple responses for a number of questions
that necessitate a distinction between the number of responses and the number
of people responding.
219
Table 3. The Most Important Aspects That a Mall Should Provide
The most important aspects
that a mall Number Percentage
should provide
Social environment 11 10.7
Physical environment 6 5.8
Variety of facilities and stores 86 83.5
Total 103 100
of the malls are important components of this process. For this reason,
teenagers' evaluation of the attitudes and behaviors of these groups
was used to test the first hypothesis.
The findings show that 76.9% of the teenagers did not notice any
discrimination in the attitudes and hehaviors of staff and security per-
sonnel and evaluated them as being polite and sensitive. The following
quotation is an example of these positive evaluations:
Staff and especially security personnel are very polite. Sometimes I think
that there is something wrong with this, because they pay more respect
to me than to my mom.
(14-year-old male)
However, the remaining 23.1% of the respondents had some com-
plaints about the staff and security personnel as indicated below:
Shopkeepers treat us very differently compared to adults. They think
that we do not have money and enough financial resources to afford the
things they sell. However, this is not the case. We have money, some-
times a lot more money than they can imagine.
(15-year-old female)
Problems between teenagers and staff and security personnel would
be an important indicator of perceived discrimination. The findings
show that 83.7% of the teenagers claimed they had no such problems.
Those who did have problems had simply been warned by security for
making noise, moving tables in the food court, and running and
shouting.
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We had several warnings from security due to the noise we made. But
sometimes we got angry looks from security guards just because we
strolled in groups. Every time I got a warning, I argued with those staff.
We are not the only ones who make noise, but we are the only age group
that gets warnings. This is not fair.
(19-year-old male)
Once we had shouted to support the team we are fans of and security
tried to send us away. We ran off. After that, we tried not to be recognized
by that guy for a while. Now it is ok. We come here everyday.
(17-year-old male)
The reason teenagers do not notice any different treatment and do
not have problems with staff can be explained by their behav-
ior—which is hke adult customers'. As one of the security guards
stressed:
For us, there is no difference between a teenager and an adult person.
We try to control the mall environment to provide peace, comfort, and
security for all our customers. Whether a teenager or an adult, if he does
not obey the required rules of appropriate manner and behavior, we will
not let him stay in our ma l l . . . we set a certain standard and age is
not our concern. Our concern is to provide efficiency for shopping, and
teenagers as customers deserve to shop in an efficient environment as
long as they behave in an appropriate way . . . we interfere with some of
our customers and some of these might be teenagers, but these warnings
are for the benefit of them and of other customers. Otherwise, there
would not be any difference between a shopping mall and a public park.
When the features of Migros teenagers disliked are considered, 57
complained of the social environment (see Table 4). Other dislikes were
related to the physical environment and facilities. Although some of
the dislikes (crowding, noise) are also valid for other user groups, teen-
agers pointed out injustices due to their age, which can be considered
as perceived discrimination.
It is very difficult to stroll in the crowd. Especially for our age group. We
come here in groups and we want to stroll side by side but securitv do
not let us.
(15-year-old female)
I do not like the crowding in Migros. It is very difficult to find a place to
sit. I do not understand why all the people are here at the same time.
Weekends should be young peoples' leisure time. Maybe it is better to





















Table 4. Dislikes of Teenagers in Migros
Dislikes of teenagers in Migros Number Percentage
Spending lots of money
Crowding, noise
Attitudes of staff and security personnel
Physical characteristics ofthe space
(furniture, colors, lighting, cleaning etc.)
Location and transportation problem
Prices of facilities in the mall
The exterior factors (outside of Migros)
Giving lots of space to certain shops
Smoking and some restaurants that serve
alcohol
Social status of some visitors and beggars 4 4.7
in front ofthe entrances
Opening and closing times of Migros 1 1.2
Total 86" 100.0
" Total of multiple counting for reasons of dislikes
It is interesting to note that despite complaints ahout discrimination
in the social environment, they, themselves, suggest discriminating
patterns for other visitors.
Among the dislikes and problems, the teenagers also mentioned the
prices in restaurants, cafes, shops, and other facilities. Contrary to
what Anthony (1985) and Lewis (1989) found in the California Mall
and the New England Mall, the teenagers in Migros spend lots of
money there and 85.6% stated that their pocket money was sufficient
for what they wanted to do. It also was found that 42.7% ofthe respon-
dents spent their money in the movie theatre and 39% of them in the
food court. In the interviews, respondents were asked whether the
prices affected their choice of Migros. Although some mentioned prices
among their dislikes, 69.9% claimed that prices were not a determining
factor in their choice.
Although the teenagers claim that their pocket money is sufficient
for the facilities they use, it is not enough for shopping; 68.3% said
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that they spent the least amount of time browsing in the shops. Thus,
financial limitations could be one of the reasons for perceived discrimi-
nation. Shopping was mentioned hy 17.7% of teenagers as the third
most important reason for visiting Migros.
I do not want to spend my time window shopping. I cannot shop because
I want to save my money for other things. In other words, my money is
not enough for shopping.
(13-year-old male)
I spent the least time in shops because I do my shopping with my mom.
I do not have credit cards; if I had, I could shop.
(14-year-old female)
Another important way to evaluate perceived discrimination in the
social environment is to look for changes in behavior in order to adapt.
When teenagers were asked whether they were changing their behav-
iors, 69.2% claimed they did not need to do so.
I try to be careful when I am talking to my friends. For example, I do
not swear. But this is not specific to Migros. This is a general rule of
community. Isn't it?
(13-year-old female)
Why should I behave differently? I feel comfortable wherever I go. Migros
is not an exception. I behave as Iwant to behave.
(16-year-old female)
The second aspect of the first hypothesis relates to the physical envi-
ronment of Migros. It was expected that the physical environment
would refiect discrimination patterns. As Matthews and Limb (1999)
argued, the work of environmental planners and architects commonly
refiect the dominant perceptions of the society which leads to further
marginaiization of groups that are already on the edge. Only a small
numher of teenagers referred to the physical environment a mall
should offer (see Table 3).
As noted by Erkip (1997), in urban environments, especially in cities,
spatial constraints and physical proximity are extremely important in
the use of fixed urban services. In our study, 77.5% of the respondents
stated that they use mass transport (47.4% use the subway and 30.1%
use buses) to go to Migros; thus Migros is accessible for teenagers
without heing dependent on their families.
When teenagers were asked why they preferred Migros over other
malls in Ankara, physical proximity with convenient transportation
















Table 5. The Reasons Teenagers Preferred Migros over
Other Malls in Ankara
The reasons of why teenagers
preferred Migros over other malls in Number Percentage
Ankara
Security
Cleanness, clarity and order
Interference of the family
Space that includes the favorite shops
and stores
Location, physical proximity and
convenient transportation
The prices that suits my budget
Physical characteristics of Migros
(colors, furniture, lighting, comfort etc.)
Social environment (security, 38 16.3
familiarity, socio-economic status of
people in the mall)
Variety of fecilities other than shopping 45 19.3
(movie tiieatre, food court etc.)
Positive attitudes of staff 2 0.9
Total 233 ' 100.0
' Total of multiple counting for reasons of Migros preference
of teenagers compared to other malls
We live in Batikent and my school is also in Batikent. So it is very easy
to come here for me. If Migros was located far from my house and school,
I would prefer some other malls.
(16-year-old female)
I come here because my parents are familiar with the environment. We
have some relatives working here. So they readily let me come here.
(15-year-female)
It seems that location and accessibility contribute to discrimination
patterns against teenagers and restrict their visits to other malls in
Ankara. The restrictions are based on need for family permission, one's
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legal driving age, being financially dependent on family, and place of
residence. As expected, when the teenagers were asked ahout the rea-
sons they could not visit other malls in Ankara, they mostly cited
distance from home, transportation prohlems, not being famihar with
the area, and lack of family permission.
Teenagers were asked what they disliked and what deficiencies they
observed in the physical environment (Table 6).
We do not get fresh air and natural light very much. They could design
an open space or maybe the ceiling could be designed to be semi-open in
the summer.
(14-year-old female)
There is a ventilation problem. It is too hot in winter and too cold in
summer. In addition, they should locate toilets closer to the food court
area.
(18-year-old female)
Table 6. Dislikes and Deficiencies Related to the
Physical Environment
Dislikes and Deficiencies Related to
the Physical Environment Numher Percentage
Movie theatres, restaurants, cafes
Lack of some entertainment facilities
like bowling
Variety and number of stores and shops
Size and complexity
Lighting and ventilation prohlems
Toilets, cleaning and hygiene
Problems related to orientation and
wayfinding
Colors and artificial greenness (palm
trees)
Lack of music
Conceptual decoration for special days


























' Total of multiple counting for dislikes related to the physical environment
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Lack of music is perceived as the most important deficiency. Some
teenagers even perceive this as discrimination against them. Music
preferences varied depending on age and personal tastes, but they
mostly prefer pop music.
I would like to listen to pop music here. But they do not play it and I
believe that it is just because of our age. Think of the things that would
happen if there was music! The ones, who are crazy like me, will start
to dance, sing the songs. They do not want to deal with young people a
lot, so there will not be music here.
(15-year-old female)
I believe music is necessary. But, in my opinion, the main reason that
they do not play music is the young people; they are afraid that the
young people would use this place like a bar or disco if they broadcast
music here.
(16-year-old female)
Their preferred colors for Migros also vary. Like music, color prefer-
ences change according to gender, personal interests, and age. Most of
the teenagers stated that they want lively colors instead of the brown
and beige tones of Migros. Some of them asserted that teenagers should
also be involved in deciding the colors of such places; otherwise all
colors would be determined according to adult preferences. It seems
that teenagers as a user group, want to take part in the design process
of the mall. In other words, they perceive discrimination as not re-
sulting from the elements of the physical environment, but from the
process of designing those elements.
If I were the designer, I would use metallic colors. It seems to me that
it would be much more modern. With these colors, Migros seems old-fash-
ioned.
(19-year-old male)
They do not let us to take part in the choice of those colors. If I were the
manager of Migros, I would use more lively colors or maybe change colors
every year. These colors seem to be chosen for adults. It seems that they
did not consider our age groups while choosing them.
(15-year-old female)
One interesting statement relating to perceived discrimination was
the complaint of some teenagers about the play and game areas. Mat-
thews (1995) argues that playgrounds isolate and contain children
within public spaces and lead to "a process of childhood ghettoization"
(cited in Matthews and Limb, 1999, p. 69); according to those authors,
the recent provision of children's leisure spaces by the private sector
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is an example of this process. It seems that some teenagers in Migros
noticed this discrimination.
I hate the game area in the basement and these game machines (pointing
to the animated machines in the food court). I believe that they put these
here intentionally. The aim is to distract children and keep them away
from the store. They are laying traps for us.
(15-year-old male)
Look at this game area (pointing to the game area in the basement). It
is located in a secret, invisible comer. They try to put us in it, so we
cannot disturb them. But they cannot force us to be there.
(14-year-old male)
When they were asked the age group targeted hy Migros, 48%
claimed there was no particular group; 27.5% felt that Migros targets
adults—^very elose to the 24.5% who saw teenagers as the target group.
Those who claimed that adults are favored at Migros, helieve this
arises from adults' financial means, which could seen as a perceived
discrimination pattern hy that group. However, unlike their foreign
counterparts, the teenagers interviewed in a Turkish mall do not seem
to perceive social discrimination as indicated hy the following com-
ments:
I think there is a target age group in Migros. The ones who are over 18
are targeted because they have credit cards and also can earn their own
money and buy whatever they want. They are not dependent like us.
(17-year-old female)
Everyone can satisfy their needs here in Migros. There is no favoring of
a single age group.
(14-year-old female)
According to Matthews et al. (2006h, cited from Soja, 1996), stuh-
homly hanging out together in the mall can he interpreted as the
"spatiality of inclusion." Some argue that teenagers have few safe al-
ternatives to malls (Lewis, 1989); in this sense, the use of malls hy
teenagers is a social "necessity," engendered hy the social discrimina-
tion they face in other spheres. However, when this group was asked
whether there are some leisure spaces where they face had treatment
due to their age, 74% of them said they had not encountered such
negative attitudes.
The teenagers' evaluation of levels of discrimination in other leisure
spaces can also he explained hy what Punch (2000) and Hendry et al.
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(1993) describe as their lack of knowledge about any leisure spaces
other than the mall and their limited use of those spaces (see also
Silbereisen and Toch, 1994 who see shopping malls as "fourth environ-
ments").
According to 41 (40.6%) of the respondents, shopping malls were the
most secure and comfortahle spaces to spend their leisure time; of this
group, 25 named Migros. It seems that parental restrictions shape
their preference for the mall: 51.9% claimed that their parents and
families had infiuenced their mall preferences; 72% of their families
preferred Migros.
According to Hendry et al. (1993), teenagers believe that the main
reasons for their families' interference in their mall preferences are
security, familiarity, location of the mall, and accessibility. It is that
concern for security that primarily leads teenagers to choose malls as
their main leisure site. This same concern for security also prompts
parental restrictions and interference in the mall usage of teenagers;
this could he perceived as a form of discrimination. (Incivility of the
streets in the Turkish cities in terms of traffic conditions makes shop-
ping malls alternatives for many parents of middle and upper income
groups (Erkip, 2005).
In sum, teenagers' choice of malls as their favorite leisure space can
he a result of discrimination against them—discrimination by way of
parental restrictions, security concerns, accessibility, and limited fi-
nancial resources. These factors may lead to restrictions in the choice
of places to spend their leisure time and may limit the use of leisure
spaces other than malls (see also Hendry et al., 1993). When teenagers
were asked which mall they would prefer if they were adults, 47.5%
also chose Migros. Only 15.8% indicated that they would prefer other
leisure spaces like bars or clubs that they could not use currently. The
interesting point is that of 48 teenagers who would prefer Migros if
they were adults, 23 had not been to any other malls in Ankara and 7
had visited only 2 other malls.
IMPLICATIONS AND CONCLUSIONS
In this research, ageist discrimination was analyzed with a focus on
teenagers. Due to their negative image, they confront ageist discrimi-
nation in different parts of society. Within this context, the social and
physical environments of the mall space were analyzed and found to
refiect different social discrimination patterns against marginalized
groups such as the unemployed, the homeless, and young people (Si-
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bley, 1995; Jackson, 1998; Miller et al., 1998; Vanderbeck & Johnson,
2000; White & Sutton, 2001; Salcedo, 2003). In order to study differ-
ences in usage of shopping malls, ageist discrimination against teenag-
ers was discussed in a selected mall, Migros Shopping Mall in Ankara.
Although the study found dislikes, problems, injustices, and per-
ceived discrimination patterns, teenagers did not perceive significant
discrimination in the social and physical spheres of Migros. It is also
important to note that most of their complaints are not unique to teen-
agers, since social discrimination patterns apply to different groups of
people in different spheres of Turkish society. Spatial segregation is
observed in many urban areas on the basis of income level.
Concerning the social environment, teenagers did not seem to per-
ceive discrimination. They did not think they were treated differently
by staff and security personnel, and other mall visitors. They had few
complaints about the cost of facilities. Further, they stated that they
did not need to change the way they behaved in order to adapt to the
social environment, and they did not think that Migros targeted or
favored certain age groups. Apart from some comments concerning
lack of music and play and game areas that they see as intentionally
designed to discriminate against teenagers, the physical environment
of Migros was not perceived as discriminating by virtue of its design.
The findings of this study indicate that the hypotheses of ageist
discrimination against teenagers in shopping malls were not verified
in the Turkish context. In this research, the mall space did not appear
to refiect social discrimination patterns that are assumed to be per-
ceived by teenagers. There would be two reasons for this. First, the
mall itself is designed and constructed to discriminate against certain
individuals, not just teenagers (see Goss, 1993; Jewell, 2001; White &
Sutton, 2001); Salcedo, 2003). In other words, the mall as a controlled
and private environment excludes certain groups and certain forms of
behaviors, as a matter of security. As a result, the teenagers behave
in a way the mall expects. In other words, unlike their foreign counter-
parts, teenagers in a Turkish mall do not perceive social discrimina-
tion. The discrimination of teenagers seems to be accepted by them in
view of the restrictions of and exclusion from alternative leisure spaces
and malls.
Second, the social structure of Turkey is quite rigid and improper
behavior from anyone in any group is not tolerated, including the teen-
agers. The mall space, as a private part of this social structure, pro-
vides a more controlled environment than the street or other public
spaces. The space itself provides clues to teenagers and other social
groups on how to behave; the teenagers must act like adults and this
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may affect their perception of ageist discrimination. This view is ac-
cepted as a limitation of this study, and another limitation is that the
teenagers who feel discriminated against would choose not to go to
Migros and thus not be part of the study. Thus, further studies on
ageist discrimination faced by teenagers in different mall spaces and
in different social spheres in general are needed. In this way, it would
be possible to compare the way teenagers behave in malls to the way
they behave in other leisure spaces and thus be able to determine the
role of predefined sets of expectations and assumptions.
Beyond the differences among age groups in malls, other socio-demo-
graphic differences among users also need to be analyzed; further at-
tention should be paid to different types of social discrimination in
different leisure spaces in terms of the degree to which they are accessi-
hle and the users they target may reflect social discrimination.
One of the social implications of this study related to the involvement
of teenagers in the design and management process leading to im-
provement in the physical structure of the mall so that it better meets
the needs and demands of different age groups. However, most of the
teenagers were not interested in the physical environment and its ele-
ments. Further studies might determine whether this lack of concern
for the physical environment is seen in adults and in teenagers in
different societies. Further studies are also needed on the impact of
involvement of teenagers in shaping the social and physical environ-
ments. In the Turkish context, there is a lack of involvement in the
physical environment in general, and participation of children and
teenagers may turn out to help make them more environmentally
aware citizens as adults.
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